Framing of information on the use of public finances, regulatory fit of recipients and tax compliance Tax payments represent a social dilemma with colliding individual and collective interests. The financial basis for effective political and economic activities of the government is solid as long as the state succeeds in motivating citizens to cooperate rather than to defect.
If a majority of citizens engages in tax avoidance and evasion, provision of public goods and services is at risk (e.g., van Lange, Liebrand, Messick, & Wilke, 1992) . Despite temptations to cheat, people in many countries keep up relatively high tax morale and seem to accept their duty to pay taxes (Braithwaite, 2003; James & Alley, 2002; Kirchler, 2007) . Nevertheless, "taxes" have a negative connotation, are associated with an expensive and inefficient management style of politicians and often linked not only to the loss of money but alsoespecially in the case of self-employment -to restrictions of personal freedom in deciding how to spend and invest one's "own" money (Kirchler, 1998) . Information campaigns on taxes and spending policy of the government as well as the provision of public goods can improve both citizens' understanding and acceptance of taxes and their compliance. Tax compliance is likely to increase if the tax system is perceived as being transparent, fair, and trustworthy, and when tax knowledge increases (e.g., Kirchler, 2007) . This article examines the differential effectiveness of information campaigns. It is assumed that information campaigns that focus on potential gains are more effective when recipients are under promotion focus, and that campaigns that focus on potential losses are more effective when recipients are under prevention focus.
Promoting tax compliance by information campaigns
Neoclassical economics postulates that taxpayers consider audit probability and fines in case of tax evasion and comply with the law only if audits are likely and fines are high (Allingham & Sandmo, 1972) . The effect of audits and fines has, however, often been disputed (e.g., Andreoni, Erard, & Feinstein, 1998) and without doubt there are other than purely rational-economic variables determining tax behaviour. Moreover, under some circumstances, audits and fines may have the opposite effects than expected (e.g., Eichenberger & Frey, 2002; Kirchler, 2007) . If the deterring effect of audits and fines is low, strategies which aim to promote tax compliance should be applied (Pommerehne & WeckHannemann, 1992) . Cooperation with tax authorities could be promoted by various media.
Information campaigns focusing on improving citizens' knowledge about taxes, the advantages of taxes for the collective and fairness of the tax system could be useful to improve acceptance of taxes, build a trustful relationship between citizens, government and tax authorities, and promote development of norms of cooperation and tax morale (Eichenberger & Frey, 2002) .
Information campaigns and advertisement of public services in various media have sometimes been used to reach a broad cross-section of the population, with the aim to reach acceptance of political projects in general and tax issues in particular. Roberts (1994) created six 30-second announcements transmitted via TV, and successfully showed that taxpayers' attitudes changed towards fairness and compliance. McGraw and Scholz (1988) tested the effect of conscience appeals or sanction threats, sent via video tapes. Apart from information and advertisement spots sent via TV, letters sent out to households proved to be an adequate means for informing citizens and for promoting tax compliance. White, Curratola and Samson (1990) demonstrated that information and explanation about legislative intents can positively influence taxpayers' acceptance of taxes and fairness perceptions. Taylor and Wenzel (2001) compared the effects of letters in an either soft and cooperative or hard and threatening tone. All forms of information campaigns have the potential to positively affect taxpayers' willingness to cooperate. Hasseldine and Hite (2003) compared positively and negatively framed information and found an interaction effect with gender: Male participants were more compliant after reading a negatively framed scenario, whereas females were more cooperative after reading the positively framed message.
Information campaigns directed at informing taxpayers about the necessity of taxes for the provision of public goods could stress the advantages for citizens if they pay their taxes correctly or disadvantages in case of non-cooperation. In marketing and health contexts, the focus on advantages or disadvantages had different effects on recipients. Also, for promoting tax compliance, goal-framing of information should be considered.
Goal-framing
Goal-framing refers to options in choice situations which either can be presented as gains or losses. Positive goal-framing describes possible gains, while negative goal-framing emphasizes possible unpleasant consequences (Wheatley & Oshikawa, 1970) .
Recipients of information may pursue different goals when choosing between options
to comply or not to comply. They may either focus on gains or try to avoid losses. If the wording of a message corresponds to the goals which recipients pursue, the message is likely to be more effective (Reber, Winkielman, & Schwarz, 1998) and more motivating (Spiegel, Grant-Pillow, & Higgins, 2004) compared to messages framed in contrast to recipients' goals. For instance, if recipients try to reach positive goals such as improving stamina through sport activities, an information campaign should focus on the potential gains: "Doing sports on a regular basis can improve your stamina and you will feel fit!" On the other hand, if recipients seek to avoid negative results, e.g., doing sports in order to prevent a reduction of stamina, an information campaign should focus on the potential loss in case of no sports:
"Without sports on a regular basis your stamina will decrease and you will not feel fit anymore!" Ganzach and Karsahi (1995) underline the relevance of goal-framing in commercial advertisements. In their study on strategies to increase credit card use, information framed negatively stressed the disadvantages of paying cash, while a positive goal-frame stressed the advantage of paying by credit card. In non-commercial advertisements, goal-framings are frequently used in health promotion contexts. Its effect has been confirmed for many health issues such as sexually-transmittable diseases (Block & Keller, 1995) , breast cancer prevention through self-examination (Meyerowitz & Chaiken, 1987) , the usage of dental floss (Mann, Sherman, & Updegraff, 2004) , sunscreen (Detweiler, Bedell, Salovey, Pronin, & Rothman, 1999) , skin cancer prevention (Rothman, Salovey, Antone, Keough, & Martin, 1993) , and the benefits of a balanced diet (Cesario, Grant, & Higgins, 2004; Spiegel, GrantPillow, & Higgins, 2004) . In the context of tax behaviour, goal-framing has largely been neglected so far. One exception is the study by Hasseldine and Hite (2003) who presented participants with either the positive consequences of compliance or the negative consequences of non-compliance. Female participants showed higher compliance with the positively framed text, and male participants with the negatively framed text. These differences could be due to gender differences in regulatory focus. Several studies support a strong effect of regulatory focus (e.g., Holler, Dobnig, & Kirchler, 2007; Spiegel, GrantPillow, & Higgins, 2004) for self-regulation.
Regulatory focus as a moderator of goal-framing
In regulatory focus theory (Higgins, 1997 (Higgins, , 1998 , promotion and prevention focus are viewed as two independent motivational self-regulatory systems. Under promotion focus, people are oriented more strongly towards winning than towards losing, and towards achieving potential gains. The main focus of goal pursuit is on the satisfaction of ideals, hopes, and wishes, and the needs most prominent are growth and self-actualization. Under prevention focus, people are oriented more strongly towards losing than towards winning, and towards avoiding potential losses. The main focus of goal pursuit is on the fulfilment of obligations and on satisfying the expectation of other people; security needs are most prominent. Regulatory focus depends on both a person's disposition and on the situation.
Dispositional regulatory focus describes interindividual differences in motivational selfregulation. Situational regulatory focus describes the motivational self-regulation that is evoked by specific characteristics of the situation. Situations in which it is important to avoid errors correspond to prevention focus; situations in which it is important to realize gains correspond to promotion focus. Promotion and prevention focus coordinate human activities from goal setting to goal maintenance and goal achievement (Holler, Fellner, & Kirchler, 2005) and also moderate the efficiency of goal-framings (Cesario, Grant, & Higgins, 2004; Holler, Dobnig, & Kirchler, 2007; Mann, Sherman, & Updegraff, 2004; Spiegel, GrantPillow, & Higgins, 2004) . Depending on the focus of self-regulation, people do not only choose different goals (Brendl & Higgins, 1996) but also different strategies in goal achievement (Higgins, 1997 (Higgins, , 1998 . Under promotion focus, people try to succeed by means of eagerness. Under prevention focus, people try to fulfill their duties and obligations by means of vigilance.
If a recipient's regulatory focus matches the goal-framing of a message, communication is likely to be more effective (Aaker & Lee, 2001; Cesario, Grant, & Higgins, 2004; Chernev, 2004; Fellner, Kirchler, & Holler, 2004; Werth, Mayer, & Mussweiler, 2006) because information is processed more easily (Gierl, 2005) . This congruency between regulatory focus and framing of information is called regulatory fit (Higgins, 2000) . It positively affects motivational strength (Spiegel, Grant-Pillow, & Higgins, 2004) as well as moral evaluations of public policy programmes (Camacho, Higgins, & Luger, 2003) .
In the following, we present two studies on the effect of the framing of information about taxes and regulatory focus of recipients on (intended) tax compliance. It is hypothesized that tax compliance is influenced by an interaction effect between recipients' regulatory focus (promotion vs. prevention focus) and goal-framing (positively vs. negatively framed information about taxes, public spending, and the provision of public goods). The efficiency of an information campaign should depend on its fit with recipients' regulatory focus. Under conditions of regulatory fit, i.e., congruence, tax compliance should be higher.
Study 1: Dispositional regulatory focus, goal framing and tax compliance
In the first study, we examine the influence of dispositional regulatory focus and goalframing on intended tax compliance. We assume that fit between framing of information and participants' regulatory focus leads to higher tax compliance. Taxpayers with promotion focus should be more willing to pay their taxes honestly after having read a positively framed text about public spending and provision of public goods. Taxpayers with prevention focus should indicate being more honest after having read a negatively framed text.
Method
Participants: One hundred and fifty two taxpayers participated in the study. Due to missing values in one or more key variables, four participants had to be excluded, leaving 148 (80 men, 68 women) for further analyses. Mean age was 33.93 years (SD = 8.98). The sample consisted of 132 employees; the remaining participants were self-employed professionals. Data was collected at several evening classes at a college of higher education in Vienna, Austria.
Design: A 3 by 2 between-subjects design with regulatory focus (promotion vs. indifferent vs. prevention) and goal-framing (positive vs. negative) as independent variables was used to investigate effects on tax compliance as dependent variable. Participants were randomly assigned to framing conditions. Regulatory focus of participants was assessed by a questionnaire (Fellner, Holler, Kirchler, & Schabmann, 2007) which yielded data to split the sample into a group with predominant promotion focus and a group with predominant prevention focus.
Material and procedure: Participants filled out a questionnaire which consisted of a short introduction, (a) the regulatory focus scale, (b) the information campaign about public income and spending and provision of public goods, (c) a tax filing scenario and a scale assessing tax compliance and (d) questions on socio-demographic characteristics. It took about 10 minutes to complete the questionnaire.
(a) The Regulatory Focus Scale (RFS) by Fellner et al. (2007) was used to assess participants' dispositional promotion and prevention orientation. This 10-item scale measures respondents' working style, achievement related attitudes, and proneness to fulfil others' expectations. The scale is composed of two subscales measuring promotion focus (e.g., "I like to do things in a new way") and prevention focus (e.g., "I always try to make my work as accurate and error-free as possible"). A factor analysis with a two-factor solution indicated that some items loaded on both factors and had to be excluded. The final promotion score was computed as an average of four items ("I prefer to work without instructions from others"; "I like to do things in a new way", "I generally solve problems creatively", "I like trying out lots of different things, and am often successful in doing so", 7-point scale, Cronbach Alpha = .63), the prevention score as an average of three items ("For me, it is very important to carry out the obligations placed on me"; "I am not bothered about reviewing or checking things really closely" [recoded] , "I always try to make my work as accurate and error-free as possible", 7-point scale, Cronbach Alpha = .57). The correlation between the two scores was not significant, r = .09, p = .25.
Participants scoring high on the promotion but low on the prevention score were classified by median split (for this classification procedure see Van Dijk & Kluger, 2004) as being predominantly promotion focussed (n = 30). Those scoring high on prevention but low on promotion were categorized as being predominantly prevention focussed (n = 36).
Participants whose scores were either over or under the median on both scores could not be associated with a predominant regulatory focus. They were pooled in a group with "indifferent" regulatory orientation (n = 82).
(b) Next, all participants read the same small essay on the necessity of paying taxes for the benefit of the society in general. Information was provided on the amount of taxes collected in the country in the past year and the amount of money invested into public goods (with exact numbers from the Austrian Ministry of Finances: Bundesministerium für Finanzen, 2005) . Then participants either read positively or negatively framed information about the state's provision of public goods for the health system, education, public transport and traffic, public safety and civil protection, expenditures on arts and cultural activities, as well as social security. In the positive goal framing condition, information highlighted the benefits for everyone when the number of compliant taxpayers is high. In the negative goal framing condition, information highlighted the deficiencies for everyone when the number of compliant taxpayers is low. The full text of the scenarios is included in the appendix.
(c) Next, participants had to assume the role of a taxpayer who wanted to buy a new car and who earned € 4500 extra money. This extra money was subject to income tax.
Participants had to decide whether to declare the extra income on their tax file and pay taxes or not. They were given the exact figures of how much social insurance and income tax they would have to pay. It was also mentioned in the scenario that fines would be imposed on taxpayers convicted of cheating; yet, the risk of being caught was described as very low.
Intended tax compliance was measured by asking how likely it was that they would indicate their extra income on their tax file and pay taxes honestly (answers were marked on a 10 cm long line with endpoints labelled 0 = definitely sure not to declare the extra income, and 100 = definitely sure to declare the extra income. The graphic scale was used to reduce social desirability tendencies which are high in tax compliance measures).
(d) Finally, participants reported socio-demographic data including their age, gender, and employment status. After completing the questionnaire, participants were thanked and debriefed.
Results
A 2 x 3 -ANOVA with goal-framing (positive vs. negative) and dispositional regulatory focus (promotion vs. indifferent vs. prevention) as independent variables and tax compliance as dependent variable was performed. To account for the quasi-experimental nature of the study, demographic variables (gender, age, employment status) were included as covariates.
The results for the covariates show no effect of gender, F(1, 139) = 0.98, p = .32, η 2 = .01, no effect of employment status, F(1, 139) = 1.10, p = .30, η 2 = .01, but a significant effect of age, F(1, 139) = 5.28, p = .02, η 2 = .04. This effect corresponds to a correlation of r = .14, p = .08, with older participants being more compliant.
The main effect of goal framing was not significant, F(1, 139) = .14, p = .71, η 2 < .01.
The main effect of regulatory focus was not significant, F(2, 139) = .26, p = .77, η 2 < .01.
The interaction between regulatory focus and goal framing was significant, F(2, 139) = 3.68, p = .03, η 2 = .05. Table 1 shows raw means for the original data and the estimated marginal means after inclusion of covariates. The pattern of the interaction is illustrated in Figure 1 . Consistent with the hypothesis, (2003) reported an interaction effect between gender and goal framing on tax compliance, and because gender is to some degree correlated with dispositional regulatory focus (r = -.16, p = .06 for promotion focus with women scoring lower; r = .14, p = .08 for the prevention focus with women scoring higher), an additional ANOVA was conducted with gender and goal framing as independent variables, and age and employment status as covariates. In this analysis, neither the main effect of gender, F(1, 142) = .48, p = .49, η 2 < .01, nor the interaction effect between gender and goal framing were significant, F(1, 142) = 1.10, p = .30, η 2 = .01. Together with the findings from the main analyses where gender did not show a significant effect as a covariate, and the interaction effect between goal framing and regulatory focus was significant after controlling for gender, it is concluded that in the study at hand the different effectiveness of positive and negative framing of tax information can be attributed to regulatory focus rather than gender differences.
Discussion
Depending on taxpayers' dispositional regulatory focus, positively as well as negatively framed information can have favourable effects on willingness to comply.
Compliance seems to increase when reading information framed according to recipients' regulatory fit, that is, when regulatory focus and information focus are congruent. Taxpayers with a promotion focus provided with information about the benefits of tax budgets being sufficient, and taxpayers with a prevention focus provided with information about the dangers of tax budgets being insufficient are more willing to comply than when provided with information inconsistent with their regulatory focus.
Study 1 has some limitations, however. First, it used a quasi-experimental design where regulatory focus was measured but not manipulated. Second, wording used in the scenarios was not perfectly parallel, and might have been subject to interpretations in line with personal political preferences. Third, tax compliance was measured only by a single item. Therefore, in study 2, regulatory focus was experimentally induced, the scenarios were constructed parallel, control items regarding political stance towards taxes were included, and tax compliance was measured more fine-grained.
Study 2: Situational regulatory focus, goal framing and tax compliance

Method
Participants: Questionnaires were distributed to 119 participants; two had to be excluded due to missing data. The remaining sample consisted of 76 women and 41 men. condition, potential benefits of sufficient provision of taxes by citizens were described. For example, the health care system could be maintained on the most recent level of expertise, so that in the case of illness the newest methods would be used. In the negative goal framing condition, potential dangers of insufficient provision of taxes by citizens were described. For example, the health care system could not be maintained, and in case of illness outdated methods would be used. The full text is included in the appendix.
(c) Tax compliance was measured by a scenario. Participants were asked to imagine themselves being self-employed architects, planning to buy a new car, and needing more money for this purchase. They would work on their income tax declaration and consider different opportunities to reduce tax payments. Four opportunities were described: incorrectly deducing airplane tickets paid for by business partners, incorrectly deducing private restaurant bills by claiming them to be business meetings, not declaring additional income earned on projects, and not declaring a honorarium earned on giving a lecture. Participants stated the likelihood to which they, given the situation described in the scenario, would use each of the four opportunities (5-point scale, 1 = "under no circumstances" to 5 = "definitely certain"). These four items showed satisfactory reliability (Cronbach Alpha= .74). They were recoded so that high values indicate tax compliance and averaged to form a scale.
(d) Finally, participants reported socio-demographic data, including age, gender, and employment status.
Results
A two-way ANOVA showed a nonsignificant main effect of regulatory focus, F(1, 113) = 1.47, p = .23, η 2 = .01, and a nonsignificant main effect of goal framing, F(1, 113) = .03, p = .86, η 2 < .01. The hypothesized interaction effect between regulatory focus and goal framing was significant, F(1, 113) = 4.50, p = .04, η 2 = .04.
For a direct comparison with study 1, the same demographic variables were included as covariates. The results for the covariates show no effect of gender, F(1, 110) = 1.19, p = .28, η 2 = .01, no effect of being self-employed, F(1, 110) = 0.92, p = .34, η 2 = .01, and no significant effect of age, F(1, 110) = 0.76, p = .39, η 2 = .01. Accordingly, the effects of the experimental variables remained unchanged. The main effect of regulatory focus, F(1, 110) = 1.37, p = .25, η 2 = .01 and the main effect of goal framing, F(1, 110) < .01, p = .99, η 2 < .01, were not significant, the hypothesized interaction effect between regulatory focus and goal framing was significant, F(1, 110) = 4.93, p = .03, η 2 = .04. Raw means and estimated marginal means after including the covariates are given in Table 2 . Table 2 about here
The pattern of the interaction is illustrated in Figure 2 . Consistent with the hypothesis, tax compliance was significantly higher under conditions of regulatory fit (M = 3.46, SE = .12) than under conditions of non-fit (M = 3.04, SE = .14), p = .03. The group with the induced situational promotion focus was more compliant after reading the promotion-framed text (M = 3.57) than the prevention-framed text (M = 3.16). Conversely, the group with the induced situational prevention focus was more compliant after reading the prevention-framed text (M = 3.35) than the promotion-framed text (M = 2.94).
Neither age nor gender nor employment status showed an influence on tax compliance. 
Conclusions
Tax payments can be conceived as contributions to public goods. In public goods studies, willingness to cooperate has been found to depend on various variables, e.g., communication between actors, group identity, payoffs, or identifiability of contributions (Dawes, 1980; Dawes & Messick, 2000; Kollock, 1998) . We suggest that in a tax setting, a relevant factor determining willingness to cooperate is citizens' knowledge about the use of contributions and the provision of public goods. If the Ministry of Finance effectively communicates the use of tax money for providing public goods, then taxpayers are expected to be more compliant as compared to taxpayers with poor knowledge. Communication about the necessity of paying taxes for governmental investment in public goods can, however, focus on the shortcomings in case of non-compliance or the advantages of compliance. The question is whether pointing at citizens' losses in case of tax non-compliance is more effective than stressing their gains in case of cooperation. We argue that the effectiveness of positively and negatively framed information about the use of tax payments for public goods and the consequences of tax behaviour depends on the recipient's regulatory focus. Neither framing can be considered as generally more effective. In two studies, interaction effects between regulatory focus and goal-framing on tax compliance were found. For recipients under promotion focus, information highlighting the potential gains increased tax compliance; for recipients under prevention focus, information highlighting the potential losses increased tax compliance. The effect of regulatory fit held for both dispositional and situational regulatory focus.
Results are in line with research in marketing contexts (e.g., Cesario, Grant, & Higgins, 2004; Florack & Scarabis, 2006) and health promotion contexts (e.g., Spiegel, Grant-Pillow, & Higgins, 2004) . The current studies indicate that also for tax contexts, regulatory fit is an important factor to consider when designing information campaigns.
Study 2 has shown that the regulatory fit effect also pertains for situational regulatory focus.
As far as radio or TV advertisement is concerned, regulatory focus may be induced either by the context in which the commercials are transmitted or even by a commercial itself.
Regulatory focus could be induced through a TV-ad by using images or scenes which activate either promotion or prevention focus. The focus activated by the spot should then be coherent with the goal-framing of the advertising slogan. Further, different radio or TV-programmes could induce either promotion or prevention focus. A game show, for example, may activate a promotion focus, whereas a documentary about the protection of nature may induce a prevention focus. Commercials transmitted during or after specific programmes could be more effective if their message fits the focus induced by the programmes.
Considering regulatory fit for tax compliance messages could also contribute to more voluntary tax compliance as opposed to enforced tax compliance. The "slippery slope" framework proposed by Kirchler and colleagues (Kirchler, 2007; Kirchler, Hölzl, & Wahl, in press) suggests that authorities should aim at increasing trust of taxpayers, which in turn would result in voluntary compliance. A message about the use of taxes that is both truthful and framed in the right way to be processed more easily due to its congruence with recipients' regulatory focus is likely to increase trust, and could reduce the perceived difference between individual and collective interests.
Goal framing manipulation, study 2
Positive goal framing Negative goal framing Citizens' tax payments are the most important source of the state's revenue. In 2005, Austria had total revenues based on taxes, dues and fees of € 58.97 billion. Thereof, € 31.8 billion were so-called transfer payments. The federation did not use them for fulfilling its own tasks but redistributed them in many ways in the form of public goods and services to the citizens. If taxes are paid honestly, the state has sufficient financial resources; however, if most citizens evade taxes, these funds are lacking.
Sufficient tax revenues allow development of the welfare system. Citizens in crisis without their own fault can receive support. The health care system can be maintained stateof-the-art. In case of sickness, the newest treatment methods are used. As a further consequence of sufficient tax revenues, the state is able to expand infrastructure, e.g., roads and railways. The infrastructure improves. The educational system in schools and universities can be funded with sufficient tax revenues, with positive consequences for the level and the quality of education and advanced training. Research and science can be further funded through tax revenues. This brings the chance of increasing national competitiveness. The high level of the legal system can be maintained and developed further. Independent jurisdiction and security can be ensured. Sufficient tax revenues allow promotion of cultural affairs and the diversity of cultural offers. If tax payers declare their income honestly, the chances of improvements in these public goods can be maintained.
A lack of tax revenues may lead to a cutback on the welfare system. Citizens in crisis without their own fault can receive no support. The health care system can not be maintained state-of-the-art. In case of sickness, outdated treatment methods are used. As a further consequence of lacking tax revenues the state is unable to maintain infrastructure, e.g., roads and railways. The infrastructure deteriorates. The educational system in schools and universities can not be funded if tax revenues are insufficient, with negative consequences for the level and the quality of education and advanced training.
Research and science can not be funded through tax revenues any longer. This brings the risk of diminishing national competitiveness. The high level of the legal system can not be maintained and is threatened by decline. Independent jurisdiction and security can not be ensured any longer. Insufficient tax revenues restrict promotion of cultural affairs and the diversity of cultural offers. If tax payers declare their income honestly, the threat of restrictions in these public goods can be avoided. Note: Tax compliance ranges from 0 (low) to 100 (high). Covariates were evaluated at Gender = .46 (1 = female), Employment status = .10 (1 = self-employed), Age = 33.93. Note: Tax compliance ranges from 1 (low) to 5 (high). Covariates were evaluated at Gender = .65 (1 = female), Employment status = .21 (1 = self-employed), Age = 36.75. 
